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In this article，we reviewed the individual financial product marketing of 
Agricultural Bank of China Zhang Zhou Branch (it can be called ZZABC) and 
analyzed the characteristics of marketing at first. It shows that several questions exist 
in the individual financial product marketing of ZZABC.  
According to the present situation of ZZABC marketing，we tried to find the 
methods to solve the questions. 
We found the exterior opportunity and threats ZZABC facing by analyzing the 
exterior environment, and through the analysis on ZZABC internal condition, we 
found the weakness and advantages of ZZABC. With the method of Boston matrix 
analysis, we tried to decide the bussiness we kept on and the bussiness we gived up. 
Based on the demand characteristic and customer’s situation, we segmented the market 
and confirmed the target market positioning. At the same time, according to the basic 
theories and methods of marketing and strategy management, we set down 
differentiated marketing tactics aimed at different target market. 
The target marketing of ZZABC are all customers, but different marketing tactics 
must be set down at different target market. Top customer or mid-grade market is 
suitable for high brand and top grade product; low-grade customer market is suitable 
for common brand and product. 
Aimed at the target market, we confirmed the position of ZZABC product, brand 
and company, and set down the tactics of products, channel, promotion and price that 
suitable for marketing of ZZABC.  
To bring the marketing tactics into full play, suitable marketing organization ,  
good management of human power, effective control of risk and advanced science and 
technology system are necessary. 
The above research result not only provides a beneficial help for the further 
development of the marketing of individual financial products of ZZABC, but also has 
certain reference value for other state-owned banks when they set down their 
marketing tactics. 
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第一章  绪论 
第一节  选题背景 
个人金融业务在境外商业银行占据重要的位置。在美国，到 1996 年，美国全
部商业银行贷款总额中，个人金融业务的比例由 1985 年的 31%上升到 45%，其中
资产规模前 100 大银行的相应比例更高。在英国，大型商业银行每年的个人金融













网络信息技术的广泛应用，扩大了个人金融业务的拓展空间。2005 年 12 月底，我






                                                        
① 资料来源：金融界 http://news1.jrj.com.cn/news/2004-12-04/000000958392.html。转引自中信实业银行：《个人










































                                                        
①资料来源：新华网 http://news.xinhuanet.com/fortune/2006-12/11/content_5467892.htm。转引自：中国经济周刊：
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在进行分析时，可以用 SWOT 分析矩阵作为分析工具（参见表 1－1）。① 
 






























                                                        








































                                                        
①资料来源：[美]加里.阿姆斯特郎，菲利普.科特勒著：《科特勒市场营销教程》第 58 页，华夏出版社 2004 年
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第二章  营销理论综述 





















                                                        
①资料来源：[美]加里﹒阿姆斯特郎，菲莉普﹒科特勒著，俞利军译：《科特勒市场营销教程》第 16 页，华夏
出版社第 6 版 
②资料来源：[美]加里.阿姆斯特郎、菲莉普.科特勒著，俞利军译：《科特勒市场营销教程》第 22 页，华夏出版

























图 1—2 产品/市场扩展方格 
                  现有产品                       新产品 
 
现有市场           市场渗透                      产品开发 
 
新市场             市场开发                       多元化 
资料来源：[美]加里﹒阿姆斯特郎，菲莉普﹒科特勒著，俞利军译：《科特勒市场营销教程》第 63 页，华










                                                        
①资料来源：[美]加里﹒阿姆斯特郎，菲莉普﹒科特勒著，俞利军译：《科特勒市场营销教程》第 63 页，华夏
出版社第 6 版 
②资料来源：[美]加里.阿姆斯特郎、菲莉普.科特勒著，俞利军译：《科特勒市场营销教程》第 69 页，华夏出版













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
